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The “Entrepreneurship for Creative and Design Business” workshop is jointly organised by Hong Kong Design
Centre and CUHK Center for Entrepreneurship to stretch the boundary of creative and design education in Hong
Kong to respond to the rapidly changing business landscape.

E Since our first intake, there have been three major changes to our programme. First we have expanded on our

|ntmdud|ﬂl‘l China coverage, second we have used Cantonese as the language of instruction and become bilingual in our

w4 treatment of this publication and third we have invelved the workshop alumni in the production of this book.
These changes are in line with the spirit of this workshop - responsive and interactive,

We are responsive in the sense that we put the needs of designers and creative professionals and addressing
changing market conditions as our top priority. The expanded coverage on China and the use of Cantonese as
the language of instruction are signs of such attempt. We are also in the process of preparing two short courses -
Accounting Principles and Procedures for Designers and Accounting System for Designers. These two courses are
generated by popular request and will come to you this autumn. We also put heavy emphasis on interactions
with our participants throughout the workshop and in the preparation of this publication. There were numerous
opened dialogues between us and what you see in this publication is the result of that.

Like the previous intake, the entrepreneurs featured in this book have demonstrated in their own ways in which
they approach entrepreneurship and design with focus, passion, interdisciplinary teamwaork, and a willingness
to learn and adapt in the face of ever changing environment. | am sure each one of us can learn something
useful from them.

- - - -
Lastly, we hope the workshop has helped the participants broaden their business, financial, marketing, and - m mow
information technology knowledge but at the same time stay focused in their core competence, By promoting - 2
such interdisciplinary approach in the context of entrepreneurship education, the crganisers believe that Hong " N d H P
Kong designers and creative professionals would face a better chance to compete and develop a promising s = MO‘ l.l Ie' + Slte VISIt
career in the future. - &
Bernard Suen .

Project Director, CUHK Center for Entrepreneurship
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From Made in China
to Created in China
M =k E §l & B h E 8] &

“China is bound to move up the industrial value chain
in the future. It is a matter of time ‘Made in China® will

be replaced by ‘Created in China’.

FUFRRGERRAEZS  [EME] BUE
S8 [HEME] FEE

Lee Tak Chi
FEE

Associate Director, School of Design,
The Hong Kong Polytechnic University

FHEIXFRITFRBRE
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China is bound to move up the industrial value
chain in the future,” said Professor Lee Tak Chi of
the Hong Kong Polytechnic University School of
Design. It is a matter of time "Made in China"” will
be replaced by “Created in China”. Thus, all design
activities should aim at creating values for the high
end of the value chain, moving away from the
majority OEM works toward ODM, OBM and OSM.
During each step of the way, designers can play
different roles.
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As an OEM designer, the most important job is to be an
“interpreter”, who delivers the product accerding to an
accurate interpretation of the client's specification, done in a
faithful and consistent manner. For ODM designer, design is used to
differentiate, making one stand out from the competitors. Working
for OBM, the designer must design in consistent with the brand system
and corporate identity. Thus, the designer has to become a "system
builder” to deliver. Finally, designer should have the wvision of a
“strategic planner”, taking on a holistic view of the situation, to
chart the course of the entire business to become OSM.

After thirty years of reform and liberation, China has learned many
valuable lessons from home and afar, fully leveraging the industrial
clusters formed in coastal regions (i.e. Beijing-Tinjian, Yangzi River
Delta and Pearl River Delta) to radiate their influences to other
regions. The construction of numerous science and industrial parks
has created many astounding economic landscapes. Similarly, the 798
Art District in Beljing, Bridge 8 in Shanghai, and Futian District in
Shenzhen are clusters devoted to the incubation of cultural and
creative industries. They focus on gathering talents, technology,
knowledge, and capital to spearhead development in research,
innovation, and market promotion.

If Hong Kong designers can take advantage of their intermediary
roles and the assets such as free flow of information, rule of law,
financial capital, and infrastructure that Hong Kong has accumulated
in the past, they can bridge the gaps between China and the outside
world. The “MyCar” project is an excellent example of how Chinese,
Hong Kong and Italian talents work together in design, research,
manufacturing, and marketing to create remarkable results. The
business opportunities created by this joint effort can further help
the development of the Hong Kong Auto Parts industry.

Lastly, Professor Lee proposed the concept of an “Integrated Creative
Platform®, which enables activities related to incubation, product
development, business partner matching, business model validation,
and market promotion to take place within these mainland creative
clusters, Hong Kong designers should connect up, down and across
the value chain in these creative parks, taking on the roles described
above to foster strategic complementary development and
integration of the relative advantages of the two places.
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Book recommended by Lee Tak Chi
FREHTHE

Cagan, J. & Vogel, C. M. (2002). {Creating breakthrough products :
Innovation from product planning to program approval} , USA :
Prentice Hall.

Discussions IR T (rarial remersrmnans)

Would Hong Kong design companies that
establish a base S et ST
Andrew China follo .
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To lower the labour cost in design, PRC is a very

attractive option. Hong Kong's advantage lies in

its internati utlook and protection of

intellectual f ig is whether

Professor Hong Kong ca [ to branding
Lee Tak Chi and strategic planning at the high ends of the
FWE value chain, instead of ying at the low ends
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The Five Elements
of Design Business
itk SHEFER

“To run a successful design business, none of these five
things can be omitted.”

[EH—FRBRITAR  ARAEHE - R—Fa - ]

Tommy Li

Fix i

Creative Director,
Tommy Li Design Workshop Ltd.

FheigitEERLRAMERE

Ifyuu ask Tommy Li what makes a design business
successful, he will tell you there are five things that
neither one can be omitted.

yu REPEFEXKE  —EREINBIHTLIEAR
Bixkf fedi i EABHER— T -
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First, design ability. This is the core capability of each designer.
However design trends keep changing, often influenced by the
external environment. Designers who want to battle out in the
market should not remain uninformed about other things, knowing
only design but nothing else. Designers need to have a sense of
international affairs that impact public lives such as the fall of
Lehman Brothers and the meeting between Ma Ying-jecu and Chen
Yun-Lin across the Taiwan Strait, so that the things one designs will
not be superficial, in lack of substances.

Second, salesmanship. Why can company A charge five times or ten
times more than company B, given that both offer the same design
services? Frankly speaking, it is all about trust. To be able to build such
trust, however, in a few short minutes of conversation or ten minutes
or more of PowerPoint presentation, relies heavily on a miraculous
ready tongue. In a flash moment, it can put together the words and
pictures most appropriate for the occasion to win people over. Thus,
all the account executives recruited by Tommy have to be cutstanding
in communication. During their job interview with Tommy, they have
to impress him by telling a joke in English, Mandarin, and Cantonese.
The hiring decision rests on a split moment of whether the joke can
make Tommy burst into laughter. Tommy recommends everyone to
read more. Otherwise, one will become dull and inarticulate with
one's speech. This is the only way to keep one's reputation endurable
through time amidst the competitive design industry.

Third, business development. Many design companies would exhaust
all ideas to help clients expand their businesses. But when it comes to
their own business, they have hardly made it known to others but
relying solely on referrals by close contacts for building connections.
Among those who are more proactive, they would only count on
awards received from design tournaments but not other methods to
boost their reputation. After more than twenty years in the business
with numerous trophies under his belt, Tommy Li has learned an
important lesson: currently with so many design competitions around,
most companies with a little bit of history would have won some kind
of award. It is no longer the award but the names of reputable clients
in one’s portfolio that counts. As a result, Tommy has set his business
development goal on reaching out to CEOs who appreciate and value
design. Only these visionary leaders would provide the opportunities
to design companies to unleash their talent and to make a profit. The
more appropriate way to contact this powerful group of clients with
enormous purchasing power is to organise events such as special topic
forum, panel discussion, and public speech.

Fourth, team building. Have you ever seen a design company with
considerable fame suddenly vanishes from the scene? The trouble is
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due to unstable supply of talents. When Tommy Li first started his
company, he also had unfounded confidence in recruiting design staff
from brand names such as Hong Kong Polytechnic University and
Central Saint Martin College of Art and Design in U.K. He thought that
was the formula for success. After a few years, he still found it difficult
to retain his staff. He later discovered in order to solve the turnover
problem, he had to begin with the corporate culture he built. To make
a new staff into a member of the organisation, it would take at least
two years for the person to be assimilated into the culture and to
understand clearly the workflow of the company. In the next two
years, the staff would reach a stage in which one’s talents could be
exercised. Overall it would take one person four years in total to find
one's position within the company. Those who stay beyond eight years
would become core members of the team. A successful design
company does not require everyone to be designers. Instead, each
person should do one's best — may it be in account servicing, business
development, or accounting and finance.

Fifth, financial control. Why does a company with revenue and profit
go bankrupt? Nine out of ten companies end up in such a situation
due to liquidity problem. This does not happen only to numerous
design companies but small-and-medium enterprises at large. All
these companies lack a thorough understanding of working capital,
profit, and assets. Since he has seen this so many times, Tommy places
special emphasis on financial control and make it an annual exercise to
do sales projection from which budgets for working capital, operating
cost, and other expenses can be prepared. There will be a review every
six months to ensure revenue comes in as expected and sales volume
reaches the target. Any shortfall will trigger immediate action to make
up for the differences. When everything goes smoothly, the company
will try to go after those hard-to-get customers.

None of the five things can be emitted. For instance, if only the first
four items except the last one, financial control, are to be observed,
then the misfortune of a business running at a loss is almost
unavoidable. But if the first one, design ability, is to be disregarded,
considering exclusively the last four items, then the company will cut
itself off from excellence, taking on only whatever that comes along.
To win in the design industries, design ability is crucial but is not
everything. As a business, it takes more to succeed.
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Book recommended by Tommy Li
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Discussions ITIEFT (roro remarssnznng)

Bernard Do you have any insights into reading that you
Suen can share with us?

WRE HEZ

| read less design books in recent years, but more on
other types of b erhaps due to the influence
of Socrates, | enjoy conversation a lot, talking to
people with different backgrounds. Regardless of
whether they are talented or ordinary, | can always
learn something about becoming a better person
through conversations with them. It is the same for
reading, which teaches me to tell the difference
hetw ng and to look at a problem

es. The book “Rashomon”
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Choose
Your Customer
with Focus

EEEFRTE

“Know when to say no on the journey to grow
your business!”

[l %% MAvesiE BB AT ! ]

Venus Lee

F=h

Co-Managing Director,
Razorfish, Greater China Region

Razorfish X eh4EE T RE
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I n the first eight years of her career, Venus worked

for Mestle, marketing ice cream and milk related
products to the China market. The experience had
equipped her to catch the last wave of the Internet
bubble. In 1999, Venus and her partner who was
also from Nestle, decided to take their first step as
entrepreneurs by starting a business in digital
marketing, as the climate at that time was giving
tremendous hope to these cash-strapped startups.
Enormous amount of capital from foreign and local
sources would be offered to let them pursue their
IPO dream in the shortest time possible.
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Nevertheless, soon after the arrival of year 2000, the Dot-com bubble
burst. The bankruptcy news of web portals and companies followed
one after another. Inside the 4As agencies, the digital interactive
departments had to be closed down. Suddenly, all sources of funding
stopped. During this moment when every industry insider felt
insecure, an opportunity came to E-Crusade. The marketing
department of Nike China wanted someone to do an assessment
for its mini-site on women.

Initially, the two partners knew they could not combat their enemies
head-on. The 4As agencies had enormous resources and strong
brands, in addition to very tight relationships with customers at
global and regional levels and the full ability to take on very
large-scale projects. The other competitors were the local design
companies. They were skillful in web design and Flash animation.
Although they were small, their owners were often very hands-on,
able to take on projects at low costs. To win the customers over from
these two contestants, E-Crusade had to differentiate with other
offerings. Fortunately, a web technologist returning from U.S. joined
them at this timely moment, filling their inadequacy in web
technology and design and carving out a roadmap to offer
database-driven marketing services to Nike and other customers.

Started out only as a web assessment service for Nike, E-Crusade
ended up revamping the whole web site and taking on the web
maintenance contract for the client. With the database installed,
E-Crusade could effectively analyse the online behaviour of Nike's
customers and use the results as references for subsequent
campaigns. The positive interaction with Nike had deepened mutual
relationship. Consequently, it was used as a model for other projects.
E-Crusade used the same method to acquire M&M and Coca Cola as
its customers later on. In the next two years, E-Crusade secured its
foothold in the consumer market and made a steady income.

E-Crusade is one of the rare exceptions that have survived through
the aftermath of the Dot-com bubble burst. From that the company
has realised an important truth. Because all brands need to leave
deep impressions upon the public, therefore they have to reinforce
their brand images through repetitive advertising campaigns. With
this realisation, Venus knew the next market E-Crusade had to target
was Telecom, an industry that is extremely competitive and versatile.
She knew that Telecom companies have many services that need to
be continuously promoted and renewed on a periodic basis. Thus,
digital marketing would fit very well. With valuable online
marketing experience gained from serving the consumer goods
sector, E-Crusade ultimately acquired SmartTone and PCOW as its
clients. The very demanding nature of these customers taught

ASEL T OBy
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E-Crusade how to build up even stronger skill sets later on, which laid
a solid foundation for the company to enter the banking industry
and successfully take on HSBC as customer.

From consumer goods to telecom services and then to banking
services, E-Crusade has adhered to one principle. While the customer
is making up one’s mind whether to engage you, you should do the
same to the customer too. The selection process is mutual. What is
critical is the rationale behind the choice. Whether it is striving for
reputation, money, or growth, the key is the same: “focus”. The
focus will become the criterion for selecting what to take on and
what to give up. Many companies after years of struggling still find
themselves stagnant at where they were before is because they don't
know how to say “no” to things that distract themn from their focus.

In 2006, E-Crusade opened an office in Shanghai. The decision was a
strategic move to legitimise the company as a major player in digital
marketing in the Greater China region. Like the awards received in
digital marketing and design competitions, the customer profiles
gradually established, and the portfolio of projects aggregated, the
move was one of the scenes in a multiple acts play to make the
company into a desirable acquisition target. As expected, E-Crusade
was acquired by Avenue A | Razorfish, the largest interactive
marketing services firm in U.5. and an operating unit of aQuantive,
Inc,, a U5 listed company. At last, Venus and her partners could
harvest their fruits of labour.
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Book recommended by Venus Lee
FEFHEIHE

James C. Collins & Jerry |. Porras,
{Built to last : successful habits of visionary companies.}

Discussions FHEHFT (roil remarksrmmans)
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In the beginning, we did not even hay
desi r. The web design ¢

Venus Lee from our
i perspective to come
FIM solution for them. The

Know Thyself
RFEBH

“Whether it is Hong Kong or a person who wants to
find a place in this world, the most precious thing is -

know thyself."
[TEeFdRE T ABIZTHS BRTFEREAZEH - |

Dickson Yewn

BINT

Creative Director, life of circle

life of circle fH{E 24

Dickson has always been independent since he
was young. His parents would always let him have
his way. They sent him to art classes once they found
out that he liked it and never bothered about his
education. During his college years, he travelled
back and forth between Ottawa and Paris,
alternating his learning between commerce and
fine arts. Returning to Hong Kong later on, he worked
in film, design, and advertising before going to New
York to study jewellery and photography, a decision
which has made jewellery design into his career.
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After he entered the profession, Dickson went through the Asian
financial crisis, the Internet bubble burst, and the SARS. However,
years of study in Chinese astrology since the age of 25 has taught him
that there is a cosmic scheme behind all this, including the current
global financial tsunami which he has anticipated. When asked
where he would find his strength in adversity, his reply was “passion
in Chinese culture”. His ideal is to be like the ancient craftsmen,
getting to serve the kings, generals, and ministers, so that his works
can be preserved for future generations. It sounds feudalistic at first
thought, but think about it, since ancient time in both Eastern and
Western worlds, the people who could preserve the cultural artifacts
and works of arts have always included those with the most social
resources. Who dares to say culture and economics are unrelated?

Since he began his career in jewellery, he has tried different
approaches to bring his design vision, an aesthetic form deeply
influenced by Chinese philosophy and culture, into his jewellery
collections. Competing against the international brand names, he
knows he has to strike a fine balance between what he personally
likes and what the market wants. In the early days of his jewellery
career, he would test out the market by mixing more fashionable
itemns that appeal to the west with those he loved — jewellery pieces
with a Chinese favour. When things went well, he would add a few
more personal favourites to the collection. When the opposite
happened, he would replace them with the more popular ones.

As the rise of China becomes a reality on the world’s stage, Dickson
anticipates a growing demand for artists and designers who can
deliver the Sino aesthetic. Dickson, much like his predecessors Vivienne
Tam and Dennis Chan, has been revisiting his cultural heritage in
search of the Chinese elements that the world now craves,

“ & foreign customer once told me that he felt so good when he came
to my shop because he finally found a place that he felt was
confident with its own culture and aesthetic. He said that he did not
need to come all the way to Hong Kong to buy LV and other brand
named goods. He could always buy them back home, * said Dickson.
From his words, there is a lesson to learn. All artistic creations have to
be enriched by culture. The Hong Kong brands with their product
lines, whether it is the Sino-styled Shanghai Tang or G.0.D with the
local Hong Kong touch, are selling the missing "oriental
imagination®, the culture and aesthetics that the West does
not really understand but is so willing to pay for.

Entrepreneurship for Design & Creative Business

The problem with Hong Kong is — it does not know what it has. Why
does Hong Kong have to compare itself with New York? Just let
Shanghai takes on MNew York and Beijing takes on Washington
D.C. as their counterparts. Hong Kong just stays as Hong Kong.
Acknowledging itself as one of the cities within the vast territory of
China, Hong Kong should rather keep its feet on the ground, quietly
gathering its strength and staying away from the "Big Hong Kong”
mentality. The relocation of production capabilities to PRC is no
lenger limited to the manufacturing sector, the same is also
happening to advertising, film, design and other creative industries.

To Dickson, know thyself is a statement equally applicable to Hong
Kong and to a person.
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Stephen Mitchell, {Tao Te Ching} , Pocket Edition
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We have decided to put more emphasis on PRC
in this workshop including inviting Professor Lee
from Hong Kong Polytechnic Univers

about the latest development in

changing the language of instr

The obsession on being international should be

behind us. It's not a bad thing at all to be part of

China again. | remembered at a panel discussion

in Creation 9707, we encountered an odd

situation in which the majority of attendees,

more than 500 of them, were Chinese while only

Dickson a dozen were from other nationalities. They all
Yewn had to pay from a few hundred to a thousand
#ns dollars to get in. Originally, the language being

below the stage, | tried to convince Alan Chan,
Vivienne Tam and others to use Chinese instead.
We ended up using a hybrid of English and
Chinese throughout the event.
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Build Your Team
with Vision
L)L 552 31 A RA

"Making a fortune is not the top priority. In
design, it is always the vision that drives the team
but not the dollar sign.

g ERERR A HNKE

Ed Ng
{hE

Ed Ng, Co-Founder & Director, OVO Ltd.

OVO Lid. g A RER
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B uilding a team is about sharing a vision,” said Ed,
one of the founders of the renowned Hong Kong
interior design firm, AB Concept Limited and lifestyle
brand, OVO. The reason why both companies can
become rising stars in the local design circles is
because of the shared design vision and strong
commitment from the founders. Since 1999, the two
companies have gradually risen up from small shops
into two separate entities with growing reputation
and enviable client profile. AB Concept now focuses
on providing design solutions to hotels and resorts,
whereas OVO continues to address the needs of the
lifestyle products and services market through its
family of companies, OVO Home, OVO Logue, OVO
Garden, and 05 {i.e. OVO 5tudio). The separation into
two business tracks was out of a conscious choice from
the get-go. "The partners knew that the decision
would enable the team to build a solid foundation for
a rewarding design career and opportunities for
business growth, " said Ed.
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In the beginning when the two companies were still small, they
could share cverhead resources such as copier and fax machine. This
did not last very long because it soon became obvious that
accounting for separate performance by each entity would be very
difficult. The experiences from having worked for large
international companies and having one of the partners come
with a family business background helped them make up their
mind very quickly. Separating the books and get back on the road.

Locking back, Ed thought that he had made the right decision in
1991 when he first started, after graduating from the Hong Kong
Polytechnic University, by rejecting job offers that could pay up to
20% more. He ended up accepting a lower offer from an international
firm, believing the difference in salary could be compensated by the
exposures and discipline he would be getting from there. As he
moved from one job to another, he became more sophisticated and
acquired newer skills. Then in 1999, after waorking for a majer local
developer for five years he quitted, knowing the time was ripe for
him to start his own company with other three partners. The four
decided that two of them should spend the majority of their time on
AB Concept while the other two on OVO. However, they would meet
constantly to make joint decisions on major issues related to the two
companies. They also agreed that initially they should start small by
working on residential projects through AB Concept and finding a
niche in selling affordable custom-designed furniture through OVO.
The combined capabilities and cross-referral relationship of the two
companies worked out very well.

High-end residential project is a good start for AB Concept. The
scale was just right. No body with a sane mind would give a few
hundred million dollars worth of project to a startup to work with,
because the risk is too high. Ed and his partners knew about it and
they were happy to live with that. However, it did not take very
long that their good works led to favourable word of mouth and
media attention. One day, they received a call from Keith Kerr, the
managing director of Swire Properties. After reading a report on

the company from South China Marning Past, Mr Kerr decided to
meet with them to see if they could handle a Pacific Place project
for Swire. It turned out that they got the job and did very well. That
became a major milestone for their business. Other clients started
to pour in as their reputation began to take off. Throughout the
years, they have served clients such as Hong Kong Marco Polo,
Starwood Hotels and Resorts Worldwide, Inc (e.g. Sheraton, W Hotel,
St. Regis), and Hyatt, all regional and international groups.

These regional and international hospitality projects have one
thing in common. They are all very demanding and have stringent
requirements to be met. “This is where the training and exposures
received from my first job pay off, * said Ed. The drawing system
and numbering scheme that he learned from his first two jobs have
paved the way for him to take on these hotel and resort projects.
Without the prior experience in working for the big firm and
handling large projects, Ed would be so overwhelmed by the scale
of the flaor plans, he said. In addition, AB Concept has also started
to systematise the time and billing procedures within the company
to improve its project management capabilities. New project
managers have also been hired to keep a close-eye on the projects.

The demanding standards and expectations from the high caliber
clients require AB Concept to hire more qualified candidates, such
as project managers, architects, interior designers and draftsmen
who know the discipline and understand the documentation
requirement, to serve them. As a result, AB Concept does not mind
paying more to hire local and foreign talents instead of outsource
and to keep every thing in-house for confidentiality purpose in
accordance with the expectations of the international clients. Of
course, the fee will go up too.

No doubt the core team made up of the four partners is very united
on the design vision. However, they still need to bring in the other
professionals to complement their skill sets. The accounting
manager who keeps all the figures of all the companies can give
them advises on the current and future liquidity situations.
Together with the information supplied to them by the project
managers on individual projects, Ed and his partners can exercise
the best judgement to decide whether they have the capacity or
need to take on a new project, at what fee level and for how long.
For OVD, as brand building is so crucial to the nature of the
business, marketing professionals have been hired to complement
the partners as well.

To Ed, making a fortune is not the top priority. In design, it is always
the vision that drives the team, but not the dollar sign.
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Book recommended by Ed Ng
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Looking Behind
the Numbers
HFER

“Many designers would use their feelings to handle
their business, but their feelings have not caught up
with their business growth, still lingering in the fuzzy
state of a startup.”

tERG—HEE » T/
(EMEEAM  Rm{AFEE

Tsang Kwong Yip
g

Certified Public Accountant,
Douglas CPA & Co.

Bt eitmESRleitm

Quite a few designers begin their business
venture as a freelancer. They would work for
someone during the day and work for themselves
at night. Moonlighting after hours can undeniably
help pay the bills. When the growth in moonlighting
becomes impossible to keep the day's job, it is time to
start up a business. In the beginning, all the matters,
from taking an order to meeting a customer, from
ideation to illustration, and from production to
collection, would be handled in person. The bank
account is certainly looking much better than
before when working for someone.
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Subsequently the business grows beyond what one can take and
part-time helper is needed. This is also the time to register the
company for formally operating as a going concern. Mevertheless
projects get bigger and bigger with increasing complexity and
difficulty. Hiring full time employees is no longer a choice following
with the lease, furniture, computers, fax and all other trivial
matters. Amount in administrative expenses and bank deposits
gradually increase.

What follows are more business partners and full time employees,
receivables and payables. Deposit amounts from customers have
also grown. In the next few years, the company has assumed the
scale of a small and medium enterprise, but the money in the bank
has become tighter. How much of the money in the bank is deposit
for the works to be done and how much is received revenue for
completed projects? Many bosses can no longer tell the meanings
behind the numbers from the bank accounts and accounting
records. The company appears to be stuck and business is stagnant.
For the poor ones, liquidity becomes a problem in which the
receipts from customer receivables can never kept pace with
payables from suppliers.

Why does the company fall into such a state? In order to keep cutting
the paychecks to employees and running the company, even
troublesome projects have to be taken up. Things appear to run in
a full circle back to where they started. Similar to a hired staff, the
designer boss is not free to choose.

g
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Mr Tsang said, “The problem facing the owners of SME design
companies arises from the use of cash basis instead of accrual basis to
handle the accounts. When the business affairs become increasingly
complicated, the owners cannot sense the alerts communicated by
the numbers.”

Conversion from cash basis to accrual basis in keeping the accounts
is an important shift in perspective. Simply keeping the books in
Excel is not adequate to do it well. Instead the books have to be
managed with professional systems. Time and billing and
accounting systems are indispensable tools used by many
companies to keep the numbers straight. To know what
guestions to ask, Tsang suggested that design firm owners
familiarised themselves with the basic tools in accounting -
financial statements, ratio analysis, and budget planning.

All statements, analysis and budgets serve a common purpose : to
reduce risk. No business can be exempt from risk. Spending time to
understand the aforementioned tools is the first step to unfold the
misty mask of the financial figures.
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Many SME design companies are used to using
Excel for keeping their books. Rarely would they
use professional accounting systems for the job.

T2 MBI RS ERMEcelRIZF & 1T
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Professional accounting systems are complex
and are difficult to use.

FleiTRELDER - TEBLERER -

Professional accounting system cannot be

learned on your own but requires class training

for mastery. Obviously Excel is easier to use, but

the problem lies in the use of Excel will reinforce

Tsang the status quo of using cash basis accounting
Kwong Yip instead of accrual basis to keep the books.
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Combining Emotion
and Reason to Create
Value in the System

REMEET RHEF/M

“Going with gut feeling or managing by the numbers
should not be an either-or decision. Very often, we
need both to succeed in business.”

[EEERERABFEETAR LN - 8RN
SEERERERE - )

Bernard Suen

e 5E

Praject Director,
CUHEK Center for Entrepreneurship
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Can a design company’s productivity be improved
with certainty by systems and information technology,
the infrastructure of most modern business? This was
the guestion raised by Mr Bernard Suen, the
workshop instructor from CUHK Center for
Entrepreneurship. In Bernard’s view, infrastructure,
when poorly managed, cannot improve productivity
but can actually hurt it.
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The business infrastructure will cnly work if empowered from within
by the boss with buy in from employees. The expression
garbage-in / garbage-out depicts the adverse situation in which
applications such as project management and time and billing
systerns are imposed from above by management without clear
communication with staff about the meanings of information to be
captured and produced. Employees who do not understand the
purpose behind the initiative and are not encouraged to comply with
proper incentives will only use the systems unwillingly and politically.

Proper guidelines in following the systems can only come about after
all the knowledge experts within the company come together to
codify the methodology and standards to be implemented (e.g.
billing rates, structure of various project types and phases,
chargeable and non-chargeable codes, and job numbers). By
mapping project activities with the systems and setting up user
friendly interfaces and codes that employees find instructive,
management will ensure adoption. New employee who enters the
company as a junior will see the compliance as a requirement to
make career advancement by learning the project management
standards and methodology.

The intranet and extranet, upon which the applications and
systems are built, is combined to form the infrastructure for
building these automated and computer-assisted processes
across locations and organisation boundaries. The intranet
serves management and employees and the extranet serves
subcontractors and customers.

In a mixed environment with PCs and Macs scattered
around to serve different users, hardware and software
standards have to be established to ensure interoperability
between machines that can keep up with customer
requirements. These standards and network topology
scheme have to be properly codified and documented to
simplify trouble shooting and ensure compatibility.
Furthermore, well-implemented system development and
maintenance procedures can mitigate the problems
associated with an overloaded (e.g. out of disk space) or
intruded server.

Once the infrastructure is in place, there should be a
pricrity list for application deployment. Every company is
different in terms of which applications should be
implemented and in what order. Some companies with
relatively simple project structure and fewer projects
may not need a full-blown project management
system. Perhaps, manual time sheets and Excel reports on job
status are quite sufficient for mapping the activities and managing
the works. For new companies, the most important job is business
development. A system that can produce proposal and quotation
quickly will be very desirable for them.

Going with gut feeling or managing by the numbers should not be
an either-or decision. Very often, we need both to succeed in
running a business. In growing a design company, the short-term
objective is always survival — using whatever means to stay in
business — bootstrapping; quick-and-dirty tricks are necessary.
However, over the long-haul, it has to be brand and system building.
The two have to go hand-in-hand.
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Ultimately, | feel that the message communicated

Bernard

HilE

Cultural DNA
that Stays Local
MEFTHXLER

“Humourous, playful and grassroots — that is the DNA
of G.0.D.”

ERRHEE - HiniiERE [{£H0] BHEHE -

Douglas Young

hiEiE

Founder & CEQ, G.O.D
FIFOHHARTHER

Designers are cultural intermediaries who
promote consumption through encoding products
and services with symbolic significance with which
people will identify, according to cultural theorist
Pierre Bourdieu. This is no doubt the best
description of Douglas Young, the co-founder of
local design powerhouse G.0.D. (Goods of Desire).

—
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Through his works involving the play with things,
images and words that reshapes our city identity,
Douglas has created a brand that is both local and
international. By digging into the root underneath our

local identity, the young designer-entrepreneur has revitalised
artefacts from their remote past and created pun-like twists to
colloguial expressions. Whether that is an old mailbox, Mao's icon
from Cultural Revelution, or “Delay No More® T-shirt, the object can
bring back nostalgia for some but playfulness and humour for others
depending on one’s time and place of origin. Almost everyone, local
resident or foreign visitor, can find something personally appealing
for whatever reason when visiting the G.0.D. stores.

Actually Douglas’ design vision came in one summer when he
returned from Britain on a school break. He went with his foreign
friends to visit some small local stores and shops, which they found
extremely enchanting. After being away from home for sometime,
he began to see the once familiar items differently like an outsider.
The psychological distance allowed him to look at these old
childhood objects in front of him with fresh insight and appreciate
the beauty that he had never imagined.

In 1996, Douglas and his business partner decided to open a lifestyle
store that is truly local and Asian with plenty of selections, a niche
between small specialty stores with strong style and brand but
limited selections, and big department stores with lots of selections
but no uniformity. Thus, G.0.D. was born.

Since Douglas opened his first store in Ap Lei Chau, G.0.D. has now
expanded into three locations throughout Hong Kong in Causeway
Bay, Central, and Tsimshatsui and overseas with distribution points in
Singapore and Europe. Throughout the years, the struggle with high
rent has been constantly going on. In addition, local copycats from

g
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Mongkok street side market
and internationally renowned
competitors like Muji and lkea
have continuously challenged
Douglas and his team to keep
their creative juice running so
that they can be ahead of the
game. Despite these challenges,
Douglas has always been very
focused and hands-on with his
creation. From making the
model for the "Kee Wah"
"butt-like” moon cake to picking
the brain of the traditional
paper lantern maker, he would
spend his own time in great
length to understand how the
production process works.

His passion for cultural artifacts has led him to begin building his
own personal collections since the mid-nineties, which culminated at
the opening of the G.0.D. HK Street Cultural Gallery in Shek Kip Mei
Jockey Club Creative Arts Centre in 2007. In the gallery, nostalgic
items mostly from his own collections such as old calendars,
out-of-print magazine and comic covers, colonial street signs
and telephone booth, toys kids played in the fifties and sixties, and
old tin mailboxes can be easily seen. Apparently, Douglas has been
doing cultural preservation in his own way long before the topic is
widely discoursed.

When asked what the design style of G.0.D. is if there is one, Douglas
would always say, “humourous, playful and grassroots — that is the
DNA of G.O.D.". To a certain extent, his statement has reflected the
kind of person he is: open, young at heart, and nostalgic. These
qualities enable him to blend cultural heritage with modern design
into organic whole to produce what is truly Hong Kong, truly Asian,
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Book recommended by Douglas Young

s @

Douglas Young, {My Hong Kong) , Hong Kong : G.O.D

Bernard
Suen

WRE

| think Douglas has selflessly and clearly shared
his war stories with us in how he designed and
Andrew operated his business, including the use of a
Au-Yeung prototype, which is something most people will
not do out of commercial consideration, to

B R illustrate his design method.
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This workshop  has
given me a framework to
organise my thoughts. To me the
key to entrepreneurship includes
building a walue chain between

I'm now helping a German
company to set up an office in
Hong Kong to expand business here,
This workshop has helped me develop
better understanding of entrepreneurial

nuturing responsible and capable
and business issues.

and solving the problems of finacing.

BN —FEE L TE TR - EIFSHETE-TERENERN
RREEEOLE - RTHFHER PR -ERmY ERRUIEESH
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Attending the workshop is like
going back to school to learn again —
especially about those terms related to
business and accounting.

SNIHFSNAF DN ENBH
EE*D AARNMERHESI
BxMAL -

What the
Alumni Say

People is the most
expensive resource within

a design company. One of my
challenges is to ensure internal
delivery of completed work to the
nizxt person can be done in an expedient
way as our budget and client billing will
be adversely affected if this is not done
on time.

E-R@itad AHHHLE

Having travelled to
places like Italy, France, India,
and Japan, | have come to realise
that Hong Kong design is as strong as
the others, | want to learn from this
workshop how | can promote these
design capabilities as | am in the

exhibition web design business.
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customers and suppliers, identifying and
Employees,

I EN S been
involved in different design
disciplines. The ability to leverage
these exposures is what | hope to
enhance as my assets in design
practice and design instruction. The
workshop's coverage in business model,
core value, strategy, positioning, and
operation can help to a certain extent.

Since | started out in
marketing, | fully shared the
same feeling as Venus on customer
relationship management. Similarly,
I am now working in interior design,
therefore | could also understand what
Ed was referring to when he talked

about team building.

The lecture on right-sizing
and right-structuring provides a
concrete methodology for structuring a
business. The guest speaker's presentation
demonstrates the differences between a
designer and business man in running

| am wery serious about applying

what I've learned from class as first
thing | do when | am back at work,
hoping that can help improve our
productivity.

and growing a business.
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I have been thinking
about two questions: First,
how to use Hong Kong as a
base to export my firm's design
and other services; Second, how to
explain my "design wvision® to my
co-workers. After the workshop, the
first thing | do is to restructure the

methodology of my design projects.
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The rising rent, loss of a

major client due to his
relocation to China, and the
financial tsunami have added
additional financial burden on my
business. | come to this workshop
locking for inspiration to improve and
expand my client base.

THEANHES - EPLE - HEH
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Honest sharing of startup
experiences from an experienced
digital marketing entrepreneur
demonstrated to me the key points of

successful  business  development-
positioning and how to lock-in the
client in the long term.

B — R A B RO ol I
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As a design comsultant, |
raise design to a strategic
dimension, fully integrated into
the client's production process, and
reflected in the KPI data set as my
selling point. | can get inspiration on

the subject from this workshop.

The module on  customer
relatiocnship  management  was
impressive. The guest speaker gave a
well prepared presentation that ran
well with the main theme. Also let me

see a very interesting career path.

I am like a bridge between my
company and the outside
designers. | come here with a
purpose to create a New race course
experience for customers by working

jointly with designers.

| was able to learn many mew
things from the workshop. The
instructor’s lectures and the guest
speakers' sharing are very inspiring.
The first thing | did after the workshop
was to kickstart a new business.

(EPXRRE ] BAETERAR - ENERIHEANRMOET - K2 RSP — IS 12 4 PR 8B 5 T it BN IS HRSHORE - B

BEVENFEAGES  S1E BMARFHEFRE  HATUER B2 EGER - BRXTHSHAN - HENRENSTERAS « LELUE -

G WA KBS 1 — EKPIRS RS  ARMNH—1 RESTES—HRIH - HEY BN — AW R R
Wl S RHBABRA - REX TN P 8 0 £ D 5 - MBS AREH -1

By -

&
Entrepreneurship for Design & Creative Business
’



EXPH A
Andrew Au-Yeung
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Aspiration:
Do hawe dreams! By the way, | would ke to recommend some books for the new Foote
onal Praclices in Graphic Design: American Ins
ide to Running a Graphic Design Busin Cameron ohic A nd AIGA
& clice for Interior Designers by Christing M. Piotrowski,
ute of Graphac Arts
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Business:

Whatever | can try

Education:

Higher Diplama in Product Design
Portfolio:

1) BaarZen - fashion accessonmes

2) MissLock - fashion accessories
3} Inflate folding chair = trendy toy

Aspiration:
| work very hard on my design works, of which | hope 1o being out joy and
: Designer happiness to pecple,
DR
! CHANCHANTAP
. Pefik

Website: www.chanchantap.com
Email: paco@chanchantap.com

Jackson Chan

Y e
¢ Creative Directar Business: Graphics & 30 Designs
D BifERE Education: Higher Certificate In llustration
| Boomerang Graphics Aspiration:
| hEEE gy Canstantly strive for excellence in order to work up to international standands

Website: wiww. boomerang-graphics.com
: Email: contact@boomerang-graphacs.com

. Paco Chun
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Business:

Advertising, graphic, branding

Education:

Design

Aspiration:

With my creativity and design, | hope to develop my own career by operating and
managing the company effectively. | aim to produce a distinctive design with
cultural style, creativity and commercial elements.

Business:

Art and Design research and development

Education:

Bachelor in Marketing

Portfolio:

We have invited a Hong Kong famous Artist, Mr. Frog King (Kewk Mang Ho) and a
new character designers group, Blacksheep, 1o exhibit their artworks and design in
a Valentine" Day event. Along the event, we have started a “Tail Tee image
competition”, and have the winner's artwork exhabit together wath our guest Artist
and Design

Aspiration:

Vision

We bebeve Hong Kong's art and design are commendable, and should be celebrity
worldwice

Missian

1) To create and organise a dedicated website platform and exhibition coordina-
tion, and to make the art and design works visible and commercialised.

2) To promote Hong Kong's art and dessgn into worldwide

We find opportunities, platfarms and darection for Hong Kong Artists and
Designers, and 1o create art and design exhibit and event activities from around the
world.
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Billy Chan )
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| A work shop (Hong Kong) Ltd.

Website: www. aworkshop.net
+ Email: billychan@aworkshop. net
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Creatwe Director
PfEp
i Exg the Limited
: Website: hitp.exo.com.hk
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+ Producer

: BIfEA

Bloww Up Studios
Website: wiww.blowupstudios.comuhk
¢ Email: joanne@biowupstudios.com.hk

+ Graphic Designer

EHALIHE

¢ Lapwing Design Limited

+ Website: wwww. lapwang-design.com
i Email: dianaiapwing-design.corm

akse

Business:

Blow Up Studios is a full service photographic production house, based in HK with
a network, of operatives throughout Assa,

Qur director Gareth Brown - a member of HEIPP - i an experienced Corporate and
Advertising photographer, specializing in Fine Art, Portrait, Lifestyle and Intesior
phaotography.

We offer a comprehensive range of pre-production and post-production sendces,
including retouching. We can handle all aspects of production, so that you can be
assured of a hassle-free, stress-free process!

Education:

Film and TV School

Apiration:

A5 well as working for intemational advertising agencies, we also enpoy working on
personal art projects and are especally intenested in Dance.

" Business:

Graphic design: character design, publications, packaging, web page, logo.
Education:

Third Level Group Diploma in Marketing

Portfolio:

1) Characters wath creative stories

Lapwing has developed some characters and staries, A book featuring OyanQ
characters was published in 2006. Pictures and greeting cands were launched
afterwards, We plan to extend its applications to mobile phane content,
educational kits for teaching English and others throwgh licensing.

2) Publications

We design various publications - for commencial sector a5 well as industrial sector,
for general public and some selected groups, in Chinase, English and biingual, i is
a creative way to meet our ceents’ marketing goal

Aspiration:

Design should not be interpreted as mere oddity, luoary and for minority. It should
be functional and in pace with the community. its influence should be positive such
a5 a short story in the Oyan( book: a drowning man can float again and lives with
his friends O fish and O bird happily. Besades, after the Sachuan earthguake last
year, | had drawn a picture and donated the income from selling it ondine 1o help
the victims, There are 3 lot of up and down in life but we can overcome and we
can help others to overcome. Touching design with encouraging theme is neeged
especially during econamic recession while people feel insacure, This forms my
design dnection.

Running a design company gives me 3 chance to meet different clients from
various industries. | have learned a kot from them and these new knowledge ahways
inspires me to have innovative ideas. Frankly speaking, my company has not made
a great fortune but it provides an enwironment to flourish creativity and this process
yields job satisfaction. Furthermore, the support of my clients and readers
reinforces the growth of my design caneer.

Diana Lai

Joanne Cheung
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Businass:

interior Design

Education:

Master of Architecture

Portfalio:

1) Miele (Hong Kong) Showsuite (2006)

2) No. 25 Cooper Road , Hong Kong (2006)

3) Times Square 10 Showflats, Hangzhou (2003 -2004)

iPER 4) Tirmes Square Shopping Mall rencwation, Hangzhou (2003-2004)
+ AssoCiate
: REEE

| EDGE Desagn Institute Ltd,
Website: www.edge hk.com
: Email: thyne@edge hi.com

Business:

Product Desagn (Light Design), Intenicr Design

Education:

Bachelor of Business Administration

Partfolio:

We fuses Chinese culture and contemporary aesthetic, creates unique and special
lighting ficture

1) BAMBOOQ, PLUM BLOSSOM, MUMS & C.C.C. - Fusion of Chinese culture and
contemporary aesthetic, We rebuilds a fresh presentation of “The Four Gentlemen
of flower”, We further used Chinese copper coins as the bluepnint with round
copper coins connecting tightly to form a large cube, which resemibles the ancient
Chinese idea of “Flat Earth round sky”™,

2) COIL = No matter long or shor, life is full of exciternent, boredom and worries. It
is inspared by the Chinese saying *After rain comes sunshing”. When you are in the
darkest moment of your life, cheer up, a brighter futwre is right in front

3) DIAMOND - With the perfect geometric shape, this diamond shines from and to
all angles, from the simplest 1o the most sophisticated.

Aspiration:

| aspire 10 intraduce my Bghting design with Chinese culture to the workd. My
collections have been distributed to Europe, USA, South East Asia, and also
showeasad in some international exhibitions, e.g. International Contemporary
Furniture Fair (ICFF), Light + Build Expo in Frankfurt, etc. We will keep designing
creative products and brnging Hong Kong Design to every corner of the world.
For my expectation to Hong Kong design industry, | wish to eliminate a masleading
concept which has been built these vears. Bacause of bow cost Labour, many
factonies are set up in China and producing low cost goods with unsatisfactory
qualty-Foreigners may misunderstand that Hong Kong is abso such a place. In
future, | hope the public will be aware that Hong Kong is full of creativity. | believe
nurmenows design talents hene are able 1o make this place to be one of the leading
design and art centres in the world

: Creative Director
.'». g .". _,.

= OAVINDO Lirnated,

Max Lam MODERNE DESGH HOUS it (1]

: Website: wiww.owindo.com; www.modeme. hk
#*! Email: max@owindo com; max@moderns, hk
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1) Migle (Hong Kong) WM ERT (20065)
2) TR EREHME (2006F)

3) FTHE T SRR (2003 -20045)

4) B SRR B (2003 -20044F)
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Business:

Graphic Design, Advertising, New Media, illustration

Education:

BA (Hons) in Graphic Design

Portfolio:

In collaboration with Enrich Publishing, | published my first book “The 1 second
missed in 2 spaces” in 2005, Assocated with a branded character project, Chaos,
the artistic work of this book was also featured in Milk Magazine and Metro News
with its own column, In collaboration with MTRC, a set of memorial ticket was
refeased in the following year.

: Teaching Associate Apiration:

' BN | aspire to uphold and pass on the quality and progressive spirit of design education
! Hong Kong Design Institute in Hang Kong as well as to encourage the young generation of designers to

| EERT TR develop themsehves with passion and resporsibility. As well as achieve their own
Webisite: vy addislainet dream with strategic planning and organized implementation,

Email: eddie@veddielau.net

Business:

Scope of Service: Branding Identity, Corporate Identity System, Visual identity
System, Logo & Stationary, Book Design, Promotional Design, Packaging Design,
Print Advertising, Website Design, Booth & Exhibition Design or Built.
Education:

Secondary School

Portfolio:

Establshed in 1997, Zeroart Studio & 2 versatile communication design studio
based in Hong Kong. Qur professional and creative ability have enablied us to
serve clients in full scale marketing collateral, corparate identity development,
display advertising and multi-media materials production. Our dients fall into a
very wide range of business type. Even though we are not a large compary, our
team has tons of talents. We believe that good communication can make things
smoath. If we can be of senice to you and your company, please bt us know.

Jo Lo

Aspiration:
AR A new project called * Formboss ° to be launched in 2009,
We have two mission statements in this project:
i Design Director Mission 1:
P EitEE We provide interesting concept and good design through our products to deliver
Zeroart Studio our message - “Better Design, Better Life”.
P EE Mission 2:
§ Wabsite: www.2eroartstudio.com We have decided to change traditional Christian images into something ele.

Stonies and verses from the Bible will take on different graphical forms and the
biblical messages will find new expressions through our products to anouse
people’s interests in the Christian faith.

i Email: zeroart@zencartstudio.com

a Eddie Lau
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Business:

Graphic Design (Advertising, promaotion leaflet, packaging, storefront and boath
decoration), brand identity, event martketing and media relation, copywniting and
translation, local and oversea shooting.

Education:

Biochemistry, Bsc of Science

Partfolio:

After graduated from CUHK, | started my first job as feature journalist, Oriental
Diaiby Mews. | have been working in medsa industries for nearly ten years.
Regardliess of whether it is the daily news, or publication and advertising, | have
been doing creative writing, graphic design and promotion campasgns all along
and finding fulfilment from all of them, LEMOM101 (HK) LTD (previously named as
*LEMON101 Design and Marketing) was co-founded by my partrier and me three
years ago. We decded to start owr own business, not only because we loved to
produce attractive design, we also liked 1o learn mare from the real market and
injected innovative ideas into commencal promation. In past years, we have
focused more on FMCG, Food and Beverage and IT sectors, and launched marry
progects with local bag names, such as Maams Caterers Ltd,, SHK, Acer, Adobe,
Wacorn, HP. Sarmsung, Maxims MX, JAL, HEPS and Royal Garden Hotel,
Aspiration:

My aspiration & to change the norm of marketing from following the persanal
taste of the chient to more versatile but feasible design alternatives. Apart from
that, | would also like to be emironmentally friendly when launching new
promations, encouraging the cients to explore the more ecologacal e-marketing
campagin or other maone focused promational strategies.

In the future, we aspire to build products with our own brand and explore the
impossible.

Business:

Design Specialism; Graphic Design, Exhibition Design, Visual Merchandising,
Multimedia Design

Education:

Master of Dessgn (Design Strategues)

Portfolio:

1) This picture shows the fashion design and ad promotion wark | took part in
when | was a visual merchandiser.

Z) This picture shows me with my students in an event organized by Metro Radio,
Hong Kong Aviation Club and Sun Life Finandial,

301 am now a becturer in design in Hong Kong Design Institute, Department of
Multimedia and Internet Technology, Besides teaching design, | akso design
promational matenals for the department and institute.

Aspiration:

In rrry opinian, design i not anly a spedialty but also a profession that can induce
interpersonal interactions and thinking. As a designer/ design educator, | need to
have aesthetic sense and design ability. On the other hand, | also need o inspire
others to be creative and 10 ket people realise that design is not just the visual
appearance but the means 10 improve the Iving standard of people - itisa

! Lecturer
P

Hong Kong Design Institute
| ERAT IR

Ernail: rskty@ivic edu. hi

knowledge that can add value to human life,

Kenneth Mak
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| believe what | have leanned from this programme could let me know more about
the relationships between different design specialties and also the problems they
are facing in relation to the economy, cients and outside impressions of Hong
Kiong design. At the same time, the programme has helped me think about the
basic conditions of any business such as capital flow, promation channels and
market frends,

| arm looking foewand to sharing what | have hearned from this programme with
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) Rossetta Tam

RN

" Philip Chen

i Manager, Racecourse Development
| GRplEERER

Business:
Industrial Design
Education:
WA Industrial Design
Partfolio:

el Graduated from University of Central England with Master of Art in Industrial
Email: rossetta tam@minxconcepl.oom  Design. | arm currently working for a German based cormpany “sonodo audio GmbH
& Co. KG" doing internet and digital radios with high quality acoustics and
designs. The radio * Cubo-Elements™ won the Red Dot Award 2008 Ako
spedialised in consumer electronic products, home appliances, and audio products
Working experience in both Hong Kong and England.

& Co.KG" 1

“sonor audio Gmb - .
2 B 5 A IR - :

Cor 1 pel ] i The Hong Kong Jodkey Cluly
P BEELS

Industrial Designer

Email; phalip.ym.chen@hkjc.ong hk

&

Business: B RitEN:

Interior design, space planning, and conceptual design ZHiit - HeFEN

Education: 0k iR

Diploma in Business Studses 5 ]

Diploma in Interor Dessgn and Multi Media ! Director
Portfolio: y BE

| il moit receve formal education in interior design. When | first starbed, | was ! Draughtzman

only a custorner senice manager for an interior design company. After more
than ten years of experiences in leading designers and engineers and managing
projects of different scales, | was able 1o start my own interior design compary
in 2008

Aspiration:

As an entreprener, the most mportant thing is to keep the business and
irternal systerms stable. If the first step is not on track, how can you expect big
success would follow?

The job of an interior designer i to give customers a unique sense of living and
buying experience. Becoming an intenior designer in Hong Kong can be
considerad 1o be happy, because mformation about ather parts of the world can
be accessed and companses and brands from other regions found here, making
Hong Kong designers very global in their vision. On the other hand, there is an
absence of local culture and the majonty of the production has been moved to
the north, 5o the new generation of designers can only stay at the conceptual

! Email: Ziggykoo_@hatmail.com

LU

o ta -
Carrie Yu

Ii'i{m' lesel. A good design must take into acoount convenience, aesthetics and

: . ; innovation. If Hang Kong can provide more coordination and information along

: f_‘f"}_”f‘? Space Co Lid this line, it is not défficult to make Hong Kong into a great design dity, ¢ Chief Designer
+ Bt ] '.;".' §

5 Email. wiliam@godonespace.com Fuze Graphics

Email: fuze_graphics@mac.com
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5 W

William Yeung |
!



About Hong Kong Design Centre

The Hong Kong Design Centre is a non-profit organisation dedicated to helping local designers and businesses realise their full potential. We
take a leadership role engaging in a proactive dialogue that preaches to government, industry, business partners, educational institutions and
private organisations about design as a strategic, value-enhancing constituent of business. Towards the wider public audience we tirelessly
seek to inculcate a greater appreciation of the ways design contributes to a better quality of life.

The Hong Kong Federation of Design Associations established the Hong Kong Design Centre in 2001. The founding members of the Federation,
including Hong Kong Designers Association, Interior Design Association Hong Kong, Hong Kong Fashion Designers Association, and the Chartered
Society of Designer, founded the Hong Kong Design Centre to consolidate efforts for a better means of improving Hong Keng design. The Hong
Kong Design Centre was and remains to be the only organisation in Hong Keng dedicated to encouraging, inspiring, supporting, and facilitating
the best use of design as an instrument for the sustainable competitiveness, economic prosperity and overall well-being of society.
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hitp:#www.hkdesigncentre.org

About CUHK Center for Entrepreneurship

The Center for Entrepreneurship mission is to inspire a passion for, and an understanding of, entrepreneurship among the staff and students of
The Chinese University of Hong Kong (CUHK) and the wider community. The Center is a multi-disciplinary organization dedicated to promoting
entrepreneurship through :

Research — The Center seeks to understand this force through scholarly and applied research. Since 2002, we have been a member of the
Global Entrepreneurship Monitor (GEM). We work with business and research organizations in Hong Kong and Greater China to
identify and investigate the issues affecting entrepreneurship.

Education — The Center’s education program enhances and expands the university's current offering of courses in entrepreneurship. Our
activities include seminars, workshops, and visits to entrepreneurial ventures.

Practice =~ — The Center helps students plan new companies that create value by satisfying market needs. We encourage students, faculty,
alumni and members of the community to form multi-disciplinary teams.
T A b 3050 0 b TR BT eh 0 1 A
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Published by Hong Kong Design Centre in May 2009 Enquiry :
Articles written and translated by Bernard Suen. Alumni portfolios provided by participants. Elddie Yip

Manager, Design Promotion, Hong Kong Design Centre
All rights resenved. No part of this book may be reproduced, stored in a retrieval system, Or transmitted in TE|'13.952 gm'gmn i F“_isu gﬂsz 2?921
any way or by an means, electronic, mechanical, photocopying, recording or otherwise, without prior ki Fres _ '
written permission from the publisher. Email: elddie.yip@hkdesigncentre.org
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